Although health policy resides mainly with the government, industry can play an important role in building a health ecosystem. From March to May, we administered questionnaires to 1,200 individuals from the general Korean population asking about their perception of healthfriendly labels, and if they would purchase such labeled products (foods, pharmaceuticals, etc.) and services (purifying water, preventing air pollution, etc.) at extra cost. The participants placed a high value on the importance of mental, social, spiritual, and physical health factors in terms of company's products and services with a score of about 8 out of 10 (range, 7.74-8.33). Most respondents (72.4%) said they were interested in adopting health-friendly labels.
BACKGROUND
In 1948, the World Health Organization (WHO) Constitution defined health as "a state of complete physical, social, and mental well-being and not merely the absence of disease or infirmity". In recent years, health has been viewed as having four aspects-body, mind, social, and spiritual. Health is determined somewhat by genetics and medical care, but mostly by behavior and social conditions. Health care policy, however, does not accommodate that observation. [1] . In the U.S., for example, approximately 95% of the health budget goes to medical care services, while only 5% is allocated to population-based approaches for health improvement [2] .
There is an increasing awareness of the importance of social and environmental factors on health and that health is the responsibility of both the government and the private sector [3] . Although current health policy focuses mainly on the role of the government, companies can play an important role in building a framework of health ecosystems [3] . Just as companies can influence the health of employees and customers, they can address corporate social responsibility (CSR). Usually, however, CSR efforts focus on philanthropy and are undertaken largely to meet legal requirements or avoid penalties [4] . But CSR can have a more strategic role by using the company's core systems to create business and express social value by addressing the issue of population health [5] [3] . According to Porter and Kramer, "The concept of shared values can be defined as policies and operating practices that enhance the competitiveness of a company while simultaneously advancing the economic and social conditions of the communities in which it operates." (Porter & Kramer, 2011) [5] [6] . Some companies, such as PepsiCo [7] , Qualcomm Incorporated [8] , Walmart [9] , and General Electric [5] , found new business opportunities that could prevent or solve specific health challenges [3] . Overall, a few companies outside the food, beverage, and agriculture industries are trying to improve customers' health and wellness [3] [10] . Many sustainability and corporate responsibility programs are 'less bad' rather than 'good' [4] .
Some studies of consumer purchase decision models indicate that consumer purchase intentions greatly depend on health and price consciousness and on a health label and are uneven across different market segments and cultures [11] [12] [13] [14] . Although some studies have investigated the perception and purchase of organic products and eco labels, few have investigated the same concept on health [13] [14] [15] [16] [17]. Thus, in this study, we aimed to understand consumer perception of health-friendly labels and their purchasing behavior of health-friendly labelled products and services, and to identify associated factors.
We propose here the concept of "health-friendly management", which refers to the promotion of various healthful components, or the avoidance of harmful components, whether they affect the physical, mental, social, or spiritual aspects of health. To eliminate factors that may impair health, it is necessary for health-friendly products and services to meet safety regulations through quality control of raw materials, minimization of harmful elements, or the improvement of mental, social, and spiritual health. Health-friendly management, thus, deals with health-friendly products and services as a corporate responsibility.
METHODS

Sampling and Data Collection
We surveyed the general Korean population from March to May 2018. The participants were recruited in accordance with the 2016 Korean census, taking the age and sex strata by region into account and applying probability proportion-to-size sampling. This method is widely used to select a representative national sample, particularly when the sample groups differ in size [18] . Trained research assistants administered a semi-structured, selfreported questionnaire to men and women aged ≥19 years. The World Research Co., Ltd., (Seoul, Korea) conducted the survey, and 1,200 individuals were included in the final sample.
Ethics approval was obtained from the Institutional Review Board of the Seoul National University for the participants' self-reported questionnaire. All participants provided oral informed consent.
Measurement
The survey items were formulated on the basis of published studies [19] [20] [21] [22]. Accordingly, these 3 items were generated: (1) How would you feel about companies when you see their health-friendly labeled products or services? The participants could respond with one of the following: "They are trustworthy", "They care about consumers' health", "The cost is high", or "No special feeling". (2) Would you prefer the health-friendly labeled products and services to others not so labeled? (5-point Likert scale with 1, not at all; 2, a little; 3, moderate; 4, quite a bit; 5, very much.) (3) Would you be willing to pay more for the health-friendly labeled product or service? If so, how much more compared with the label-free product price?" (6-point Likert scale with 1, no more; 2, less than 5%; 3, 5%~10%; 4, 11%~15%; 5, 16%~20%; 6, more than 21%) To measure the impact of different aspects of health status on health-friendly consciousness, we assessed the respondents' health on the basis of a holistic point of view [23] .
The items measuring physical, mental, social, and spiritual health status were applied as Likert scale with "Excellent", "Very Good", "Good", "Poor", and "Bad".
In addition, the respondents were asked which subscales of each health aspect they considered important for the pursuit of a company's health-friendly products or services. They were given the subscales of four health aspects (5 subscales each), and asked to rate the importance of each on a scale of 0 to 10. (Table 2 ). The respondents' sociodemographic and health information we collected included age, sex, residence, religion, marital status, education, monthly income, job status, body mass index (BMI), comorbidities, and smoking experience.
Statistical Analyses
Using descriptive statistics for the sociodemographic variables, we calculated the mean ± SD scores of the importance of the impact of the 4 health factors (physical, mental, social, and spiritual) for corporations that made health-friendly products or services. Then we performed univariate analyses to measure sociodemographic correlates for each aspect of health consciousness (consumer reaction, purchase intention, and willingness to pay more).
The sociodemographic factors that were determined to be significant in univariate analysis were used to examine the association between the sociodemographic variables those of more positive health consciousness.
We also compared the proportions of health consciousness using a chi-squared test to evaluate the impact of five categories of health status (physical, mental, social, spiritual, and general health). In all analyses, we determined two-sided P-values and considered a P-value less than 0.05 to be significant. In final model, we used the factors that were determined to be significant in univariate analyses to examine the association between the sociodemographic variables, health status, and those of more positive health consciousness. We conducted three multiple regression analyses using the hierarchical/stepwise method to identify independent factors with statistical significance. We considered P < 0.05 as statistically significant and reported results as the odds ratio (OR) with a 95% CI. We used SAS, version 9.3 software (SAS Institute, Cary, NC, USA) for all analyses. Table 1 shows sociodemographic characteristics of the 1,200 survey participants. The mean age ± SD of the study participants was 46.97 ± 14.18 years.
RESULTS
Sociodemographic characteristics of the participants
Factors that are important for the health-friendly activities of companies to affect consumers' four aspect of health
The respondents evaluated the mental, social, spiritual, and physical health factors incorporated into products or services highly. Table 2 shows the scores for the various aspects of the four factors).
Acceptance of health-friendly label and intent to purchase its products or services
Most respondents (72.4%) said they were interested in adopting the health-friendly label, evaluating the companies' health-friendly activities in various areas. In detail, 36.5% of the respondents believed that the companies thought about consumers' health, and 35.9% felt that they could believe the label claims and purchase the products or services. When a healthfriendly label is introduced by a company, 65.1% of the respondents said they intended to purchase the product/service, 6.8% said they did not, and 75.1% said that they were willing to pay more for it (Figure 1 ).
Association of demographic characteristics and health status with health-friendly label, intent to purchase its product/services, and willing to pay extra price, univariate logistic analysis Tables 3 and 4 show the association of demographic characteristics and health status with consciousness of health-friendly products and services, intent to purchase the product or services, and willingness to pay a higher price for them. As for the domain of consumer reaction, 5 demographic variables (young age, place of residence, religion, education, higher BMI) and 2 types of health status (good mental health and social health) were statistically significant.
Significantly related to the domain of purchase intention were social health status as well as the demographic factors of age, religion, education, monthly income, and BMI. In addition, significantly associated with additional payment intention were the demographic factors of younger age, education, monthly income, and BMI, as were physical, mental, spiritual, and general health status.
Multivariate logistic regression models for factors associated with health-friendly labels, intent to purchase its product or services, and willingness to pay a higher price
Multivariate logistic regression models show that the consumers residing in urban areas, highly educated, and having good social health status showed a more positive reaction to health-friendly labels. Respondents with a higher income level, normal BMI, and no religion were more likely to express an intention to purchase products and services with a healthfriendly label, whereas no health status was significantly associated with that intent. In addition, factors such as higher education, higher income level, normal BMI, and good spiritual health were associated with having a more positive attitude toward paying extra for products and services with health-friendly labels (Table 5) .
DISCUSSION
This study provides a better understanding of the importance to consumers of products or services that provide physical, mental, social, and spiritual health. In addition, this study suggests the need for a health-friendly certification mark or label recognized by the general population. Our findings suggest that consumers are demanding health-friendly products and services and are willing to pay the extra cost involved.
Companies' marketing activities can play a significant role in raising the public awareness of health [3] . Business for Social Responsibility, a global nonprofit organization working to build "a just and sustainable world," confirmed that member companies support the idea that they can strengthen the health and wellness of their customers and the public. About 90% of the companies agree that they can help strengthen the health of their consumers, while about 75% agree that they can help strengthen public health [3] . Shared value models may represent the next evolution of capitalism [6] . In the U.S., for example, Kaiser Permanente Although our findings showed that consumers with a high-education level or who lived in an urban area had a more positive attitude towards health-friendly labels, that non-religious, high-income, or normal-weight consumers had intentions to purchase products and services with a health-friendly label, and that people with high-education level , high-income, or normal-weight had a positive attitude toward paying more for products and services with a health-friendly label, other studies had inconsistent findings between demographic characteristics and purchase intention toward green products [16] [25]. Our finding that consumers with good health status would be cautious about products and services with a healthfriendly label and expressed willingness to pay more for them are consistent with the finding that health consciousness is an important factor that influences the purchase of organic foods To integrate health-friendliness into its value chain and culture, companies can start by meeting social needs through products or services that serve the unserved or underserved [5] [6] (12). It can motivate employees to strengthen the health of their customers through daily actions and business decisions. Companies can use key performance indicators and report them in their sustainability report in a comprehensive and transparent way [3] .
Many companies, however, would struggle when trying to integrate a health and wellness agenda into their value chain. Many CEOs cite a lack of recognition from the financial market as a barrier to achieving their sustainability goals [31] . But it is necessary to focus not only on preventive and holistic health, but also on return on investment. Stakeholders from managers, employees, investors, consumers, community organizations, and government should form a consensus that companies should try to contribute to consumer and public health through a mission that goes beyond mere profit. "The purpose of business is to serve society, through the provision of safe, high quality products and services that enhance our well-being, without eroding our ecological and community life-support systems ultimately." [4] . The government also should consider ways to assist these companies through tax breaks or their health insurance premium cuts [3] .
This study had some limitations. The first is that it was conducted in Korea and the findings might not apply to other populations. Second, since this is a cross-sectional study, we could not attribute causality between attitudes toward health-friendly labels and intent to purchase health-friendly products or services. Further studies are needed to examine the associations. ; NS, Non-significant * Multiple logistic regression analysis including variables identified as independent predictors that showed statistical significance in univariate analysis of correlates of needs for tailored health management program a The backward-selected multiple logistic regression model identified with sl entry = 0.05 and sl stay = 0.05 b Variables that were significantly correlated with a health behavior in the univariate cross-tabulations but not significant in the multivariate analysis are presented as NS; variables not significant in univariate analysis are not included in the model and are presented as '-'.
